ABSTRACT
INTRODUCTION
alt Disney's movie Frozen is the company's juggernaut animated blockbuster, released in November 2013 (Del Vecho, Buck, & Lee, 2013) . The movie and accompanying merchandise is making Disney some serious cold cash as customers demonstrate they are certainly willing to "Let It Go." Within just months of being released, this movie became the top grossing animated movie of all time (McClintock, 2014) , the top grossing film of 2013, and the fifth top-grossing movie in the world of all time (Box Office Mojo for Frozen, 2014). In just over one year's time, the film grossed over $1.3 billion worldwide at the box office alone. Nominated for two Academy Awards, "Let It Go" won both "Best Animated Feature" and "Best Original Song" in February 2014. The franchise money making potential for Frozen also seems to be limitless. Bob Iger, Chairman and Chief Executive Officer of Disney, noted that Frozen "has real franchise potential" and stated that, "we will be seeing Frozen in more places than we've seen so far," (The Walt Disney Company, 2014, p. 13) .
And, we have certainly seen the Frozen franchise in many places already! Disney recently announced that a sequel for Frozen is in the works (Graser, 2015) . Characters from the movie were inserted into the storyline of the 4 th season of ABC's popular Once Upon a Time series. A Frozen on Ice tour was developed and immediately became Disney's most popular ice show of all time, selling 250,000 tickets on its first day and leading company to project total sales reaching three million (Murray, 2014) . Disney Stores everywhere and theme parks were initially unable to adequately meet the demand for related merchandise. Frustrated parents took to social media to complain about not being able to buy Frozen merchandise demanded by their children. Nine of the ten best-selling items at Disney Store in the second quarter of 2014 were Frozen-related (Fritz, 2014) . By the end of April 2014, Disney Parks had to impose a five-item limit at its stores, while many other Disney Store outlets had imposed a two-item limit on Frozen retail items and resorted to requiring customers to enter into a lottery on busiest days just for the chance to purchase the very popular Frozen character costumes (Thurston, 2014; Zakarin, 2014) . The phenomenon calls to mind the classic "Cabbage Patch Kids" and "Tickle Me Elmo" crazes of yesteryear, but on steroids. Just in time for the 2014 year-end holidays, Frozen toppled "Barbie" from her more than a decade-long throne as the number one demanded toy for girls (Kell, 2014a) . Sales of Frozen toys and other merchandise were projected to hit $1 billion in the United States alone in 2014, nearly matching its worldwide box office draw so far, giving Disney, as well as toy manufacturers Mattel and Jakks Pacific a boost when overall retail sales for the key 2014 holiday season appeared choppy. Furthermore, WalMart had more than 700 Frozen items, Toys 'R' Us had more than 300, and eBay reports over 40,000 listings for All of this is helping the Walt Disney Corporation to make profits sure to have Scrooge McDuck quacking with glee. Astonishing profits of $12.47 billion in the third quarter of 2014 alone led Disney to exceed everyone's predictions (Nakashima, 2014) . Subsequent quarters followed this trend with Disney seeing revenues of $12.39 billion and $13.39 billion, respectively (The Walt Disney Company, 2015) . In addition to the wildly successful release of motion pictures from elsewhere in their catalog such as the Marvel series (e.g., Iron Man, The Avengers, Thor, Captain America, and Defenders of the Galaxy) and other animated features, and the inevitable success the upcoming Star Wars entries will bring now that this franchise is part of Disney, the company seems poised to continue earning dizzying profits. But, the interest in Frozen and the demand for its related merchandise seems to have taken even ultra-marketing and merchandise savvy Disney by surprise.
BACKGROUND

Frozen and Norway Tourism
An unanticipated area of lucrative increase that seems to be related to the move Frozen has been to the tourism industry of Norway. While Frozen is loosely based on the Danish Hans Christian Andersen fairytale, The Snow Queen, the movie takes place in the mythical land, Arendelle, which the movie producers largely based upon Norwegian locations, imagery, and cultural references. The movie's art director, Michael Giaimo, travelled to Norway in 2011 and gained much of his inspiration from the city of Bergen and Norway's west coast (Zara, 2014) . Arendelle was inspired by Naerøyfjord, a portion of Norway's longest fjord Sognefjorden. Several landmarks in Norway appear, including the Akershus Fortress in Oslo, the Nidaros Cathedral in Trondheim, and the Bryggen wharf area in Bergen. Many other Norwegian cultural elements such as Vikings, trolls, stave churches, clothing including the traditional "bunad" costumes, and foods such as lutefisk are featured in the film (Del Vecho et al. 2013 ). This very conscious and deliberate effort to incorporate Norwegian themes together with the phenomenal success of the film has led to a significant, though perhaps unpredicted uptick in travel and tourism within the country. Frozen features a playful song called, "Do You Want to Build a Snowman?" Child and parent fans alike seem intent on seeing the inspiration for their beloved Arendelle and building one there! Traffic to the website VisitNorway.com tripled after the film's release and visits to a page linked from their front page with a Frozen banner garnered 10 times the number of hits of other key pages on the site. Travel on the low-cost airline Norwegian Air Shuttle ASA has increased by 52%. Flight Tracker reported that searches for Norwegian flights rose by 153%, while hotel bookings went up 37% (Harpaz & Rising, 2014; Zara, 2014) . According to Visit Norway, tour operators like Wilderness Travel reported increases of 20-40% in sales to Norway for the 2014 season and arrivals from New York at the Oslo Airport for the first quarter of 2014 were up 57% over the same period the year prior to the release of the film (Baran, 2014) . The luxury travel agent network Virtuoso reported a 65% increase in bookings to Norway (Mitchell, 2014) . "It put Norway on the map," says Beate Gran, digital media manager and marketing coordinator for the government's Innovation Norway website (Zara, 2014, para. 3) . While the increases might be surprising for some, they were not entirely unanticipated by Disney's guided tours division. "Adventures by Disney" approached Innovation Norway about a partnership half a year before the film's release in 2013. While few predicted the actual phenomenon that Frozen would become, Hege Barnes, the director of the New York branch of Innovation Norway, says her organization did not need to wait for box-office numbers before jumping at the chance to align with the Mighty Mouse. "We saw the opportunity right away," she says. "Norway is a tiny little destination, relatively unknown in the US, so for us to be tied to a world-renowned brand such as Disney was huge" (Zara, 2014, para. 4) .
Disney itself began advertising new cruise options to Norway, encouraging travelers to "experience all the beauty and majesty our tour of Norway has to offer as you explore the quaint villages and stunning landscapes that served as the inspiration for Disney's Frozen. You and your family will follow in the filmmaker's footsteps as you hike, raft and traverse the awe-inspiring terrain" ("Norway Adventures by Disney," 2014, para. 1). The maiden cruises, not beginning until mid-2015, were already almost sold out in July, 2014 (Mitchell, 2014) .
Film-Induced Tourism
Previous studies (e.g., Cho & Agrusa, 2007 : Desai & Basuroy, 2005 have examined the influence of media such as film and TV on the marketing of a destination as well as with various audience characteristics (Kwak, Zinkhan, & Dominick, 2002) . The connection between film and tourism to locations depicted in them is well documented (Dore & Crouch, 2003; Kim, Chen, & Su, 2009; Riley, Baker, & Van Doren, 1998; Riley & Van Doren, 1992) . According to Morgan and Pritchard (1998) , placing a destination in a film is the ultimate in tourism product placement known as Destination Product Placement. A large number of studies have identified diverse aspects of film tourism, including the motivation of film tourists (e.g., Beeton, 2005; Macionis, 2004; Macionis & Sparks, 2009; Riley & Van Doren, 1992) or the perception of a destination's image by film tourists (e.g., Butler, 1990; Chalip, Green, & Hill, 2003; Croy, 2010; Frost, 2006; O'Connor, Flanagan, & Gilbert, 2010; Sealy & Wickens, 2008 ). Past studies have described the impacts of film/television tourism (e.g., Aitchison, Macleod, & Shaw, 2000; Croy, 2011; Han & Lee, 2008; Heitmann 2010; Kim, Agrusa, Chon, & Cho, 2008; Kim, Agrusa, Lee, & Chon, 2007; Riley & Van Doren, 1992; Riley et al. 1998; Tooke & Baker, 1996) , while film-induced tourism literature has also analyzed the cultural perspectives of film tourism (e.g., Bandyopadhyay, 2008; Huang, 2011; Su, Huang, Brodowsky, & Kim, 2011) . Hudson and Ritchie (2006) compiled results from 33 popular films and TV programs listing the destination(s) depicted in them and noting the impact on visitor numbers to those locations or tourist revenue generated, including such massive increases as 300% more visitors to Wallace Monument in Scotland the year after it was depicted in the movie Braveheart and a 200% increase in visitors to national parks in Sydney in 2000 after the release of Mission: Impossible 2. Indeed, most studies consistently demonstrate that film/television are mediums that attract tourists to a film destination or film story-related destinations (Kim, Agrusa, & Chon, 2014) . The present research manuscript summarizes the first systematic and scientific study of film-induced tourism affecting Norway that we are aware of, and therefore, the first of Disney's Frozen movie.
METHODOLOGY
To investigate the research questions pertaining to the perceived impact that the Disney movie Frozen is having on audience members' desire to travel to/within Norway, over 1,000 surveys in the U.S. and Norway with both English and Norwegian versions were collected from participants from all over the world. The survey instrument asked questions about the film, the respondents' and their family members' desire to travel to/within Norway to experience the sights and culture represented by the movie, as well as other questions and demographics.
This study explores 1) how the intense popularity of the movie has increased travel to/within Norway and awareness of Norway as a travel destination; 2) who is being influenced most by the movie to consider Norway as a travel destination and what their audience characteristics are; 3) the similarities and differences between the film's audiences in the U.S. and in Norway in terms of desire to travel to/within Norway, and 4) whether Norway and Norwegian tourism officials should increase marketing and connections to the movie Frozen in an attempt to further boost tourism to/within that country. Several specific hypotheses were: Hypothesis 1: Overall, respondents who have seen the movie Frozen will indicate a higher degree of interest in traveling within Norway to see the actual sights that inspired the depictions in the movie "Frozen" than those who did not see the movie.
Hypothesis 2:
Respondents from outside of Norway will indicate a higher degree of interest than Norwegian respondents in traveling within Norway.
Hypothesis 3:
Respondents who have children and have seen the movie Frozen will indicate a higher degree of interest in travelling within Norway to see the actual sights that inspired the depictions in the move "Frozen" than respondents who have not seen the movie and do not have children.
Hypothesis 4: The higher respondents rank their enjoyment of the movie Frozen, the higher their interest in seeing the actual sights that inspired the depictions in the movie and the higher their approval of how Norwegian culture is portrayed in the movie will be.
Hypothesis 5:
As the movie features female lead characters and is more popular with females, female respondents who have seen the movie Frozen will indicate the highest level of desire to travel within Norway to see the actual sights that inspired the depictions in the movie.
Multi-item scales were used to measure most of the constructs that served as the basis for the questionnaire items. The item scales were modified in part from previous studies (e.g., Ajzen & Fishbein, 1980; Bearden & Teel, 1980; Chen & Wells, 1999; Davis, 1989; Davis, Bagozzi, & Warshaw, 1989; Schubert & Selz, 1999; Succi & Walter, 1999; Zhou, 2002) to serve the objectives of the present study. Likert scales were used to measure many of the items with a fivepoint scale used with extremes labeled "Strongly Disagree" and "Strongly Agree." The survey questionnaire was originally written in English and then translated into Norwegian. According to (McGorry, 2000) when translating a survey instrument into another language the use of the double translation method (back translation) is paramount when utilized prior to distribution (McGorry, 2000) . The double translation method is one of the most adequate translation processes even though occasions exist where the literal translation process may have missing information, (Lau & McKercher, 2004 ).
This study was distributed via Facebook and a variety of websites in the US and Norway, in both English and Norwegian languages. Responses were received from 1,071 total participants. Each version consisted of a consent statement followed by 21 closed-format questions, with multiple opportunities for respondents to share open-ended thoughts and opinions. All surveys were completely voluntary with no overt incentives or compensation offered to participants.
RESULTS
The mean age of the respondents was 32.2 (SE = .44) years old, the median was 29, and ages ranged from 18 -90 years old. The mean age and range for respondents from the U.S., Norway, and Other Countries (all others combined) were similar to these and to each other. The mean age of respondents who saw the movie was 31.6 (SE = .47) and the mean age of those who did not see it was 34.1 (SE = 1.12). Fifty-five percent of respondents were from the U.S. and 39% were from Norway. The 6% (N=55) respondents from outside of the U.S. or Norway (Other Countries) represent 16 countries with Saudi Arabia (15) and Canada (11) being the largest two (with the remaining countries having five or fewer respondents). Figure 1 depicts the country of residency of participants who completed the demographics portion of the survey. Forty-one states (and DC) in the U.S. were represented in the sample, with Hawaii, Florida, California, Pennsylvania, and New York being the five states with the most participants, respectively. Overall, more females (61%) than males (39%) responded to the survey. Figure 2 depicts the relative number and percentage of the gender of the respondents by which language of the survey they completed (English or Norwegian). Among those taking the English version of the survey, 44% and 32% ( = 100%)of the total participants in the study were females and males, respectively, and among those responding on the Norwegian version, 17% and 7% were females and males, respectively. Overall, 79% of the participants reported having seen the movie Frozen. Being an American movie, perhaps it isn't surprising that a significantly higher percentage of respondents from the U.S. reported seeing Frozen (85.5%) than Norwegians (68.2%) and those from Other Countries (67.3%), χ 2 (2) = 35.29, p < .001 with a Cramér's V = .21. While 21% of the overall respondents reported that they hadn't seen the movie, approximately half (49%) of the respondents reported having seen it more than once, and about as many people (20%) as those who hadn't seen the movie reported
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The Clute Institute seeing it five or more times. Consistent with the success and popularity of the movie, 73% rated the movie favorably on a scale of 1-10 as a five or higher.
Hypothesis 1
One of the primary questions and points of interest concerned whether respondents had a desire to travel within Norway to see the actual sights that inspired depictions in the movie Frozen. Overall, respondents reported a mean Disagree (1) to Strongly Agree (5), indicating a general agreement to this statement. However, as seen in Figure 3 , and as we hypothesized, respondents of 3.42 out 5 (SE = .04) on this Likert scale question ranging from Strongly who saw the movie indicated a stronger desire with a mean of 3.47 (SD = .04) than those who did not see the movie (M = 3.19, SD =.09). An Independent-samples t-test revealed this to be a significant difference, t(856) = 2.90, p = .004, although with a small estimated effect size of r = .10.
Comparing the expected versus the actual numbers for the various categories of the combination of respondents who did or did not see the movie and those who indicated a desire or not to see the sights that inspired the depictions in the movie Frozen. All other things being equal (which they probably aren't since Norway does have a reputation for natural beauty), if seeing the movie truly had no bearing on or relationship with peoples' desire or not to see the sights, then one could expect roughly equal percentages within the cells of each of the answer options to the question "do you have a desire to see the sights" (yes, no, and unsure) and "have you seen the movie" (yes or no). However, great deviation from this expected result exists. For example, if seeing the movie truly had no bearing on this attitude, one would expect to see equal percentages of people who saw the movie to say "yes" and "no" to this question. Yet, fully 87.8% of the participants who said "yes" to this desire were people who saw the movie. And rather than equal thirds responding "yes," "no," and "unsure" to this desire, nearly half (49.1% rather than 33%) of those stating "yes" were people who had seen the movie. A Chi Square analysis found these proportions to be significantly different than chance, χ 2 (2) = 37.84, p < .001 with a Cramér's V = .21. 
Hypothesis 2
The second hypothesis, that respondents from outside of Norway will indicate a higher degree of interest than Norwegian respondents in traveling within Norway to see the actual sights that inspired the depictions in the move "Frozen" received support from our results. Approximately 51% of respondents from the U.S. and 53% of respondents
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The Clute Institute from Other Countries responded affirmatively to this question while 34% from Norway did. A Chi Square analysis found these proportions to be significantly different than chance, χ 2 (4) = 22.43, p < .001 with a Cramér's V = .12.
Similarly, as can be seen in Figure 4 , respondents from the U.S. and from Other Countries had means (and SD) of 3.52 (.05) and 3.38 (.16), respectively, on the Likert scale question "I would be interested in traveling within Norway to see the sights that inspired depictions in the movie" while the mean for Norwegians was 3.30 (.07). A One-Way Between-Groups ANOVA confirmed these differences to be significant, F(2, 797) = 3.21, p = .041, but with an estimated effect size of just η 2 = .01. A planned comparison of the means between Norway and all other countries was found to be not significant, t(797) = 1.41, p = .16, perhaps due to the inclusion of a far smaller sample size from Other Countries, but the comparison between Norway and the U.S. was significant, t(797) = 2.51, p = .011. A third way to quantify this interest in traveling within Norway to see these sights is by combining "Agree" and "Strongly Agree" responses to the question "I would be interested in traveling within Norway to see the actual sights that inspired the depictions in the movie." Doing so produces a slightly different pattern of results in that 61% of U.S., 56% of Other Countries, and 44% of Norwegian respondents indicate agreement to this statement. Respondents from the U.S. and from Other Countries had means (and SD) of 2.41 (.04) and 2.31 (.12), respectively, on this Likert scale question while the mean for Norwegians was 2.25 (.05). A One-Way Between-Groups ANOVA confirmed these differences to be significant, F(2, 797) = 3.78, p = .023, but with an estimated effect size of just η 2 = .01. A significant Levine's statistic (p = .02) warned of a possible violation of homogeneity of variances, but this was discounted as likely due to the relatively large sample sizes from the U.S. and Norway and the small sample size from Other Countries and because Welch and Brown-Forsythe results were in the same direction as the uncorrected ANOVA. A planned comparison of the means between Norway and all other countries was found to be not significant, t(797) = 1.50, p = .14, perhaps due to the inclusion of a far smaller sample size from Other Countries, but the comparison between Norway's lower mean and the U.S. was significant, t(797) = 2.72, p = .007.
While it might not be surprising that people from the US (61%) and other countries (56%) were more interested in traveling within Norway than Norwegians were in order to see the sights that inspired depictions in the movie, it is interesting that up to 44% of Norwegians indicated this desire to travel within their country to see them as well.
Hypothesis 3
The hypothesis that respondents who have children and have seen the movie Frozen will indicate a higher degree of interest in travelling within Norway to see the actual sights that inspired the depictions in the move "Frozen" than respondents who have not seen the movie and do not have children was not specifically supported by the data. But, an interesting result emerged from this analysis. Firstly, the mean level of interest in traveling within Norway for respondents who have children (M = 3.46, SE = .07) was not significantly different than the mean for those who do not have children (M = 3.40, SE = .05), t(858) = .79, p = .43. Figure 5 displays the mean interest in traveling within Norway for males and females, with and without children, who have and have not seen Frozen. The prediction was that those who have children and have seen the movie (presumably with their child/children) would express a higher level of interest in traveling within Norway than people without children and who have not seen the movie (who were expected to show the least interest by not being inspired by either the movie or by children who have). The Two-Way Between-Groups ANOVA for this original analysis revealed results consistent with the previously reported significant difference between those who have seen the movie and those who have not, and a non-significant difference between those with and without children, but no significant interaction between having children or not seeing the movie. Adding Gender to this analysis produced an interesting result. In line with the result that females who have seen the movie expressed significantly greater interest in traveling within Norway than the other three categories, the researchers expected that adding the factor of having children or not might result in the mean for females, who have seen the movie and have children (i.e., mothers who have seen the movie) being the highest. The results demonstrated that females with children had the highest interest in traveling within Norway. One surprising result was that fathers who did not see the movie [whether their child(ren) have seen it or not] had the lowest mean interest in traveling within Norway of any other category that we explored. The interaction component analysis this potential difference is contained within was not significant, F(1, 849) = 1.63, p = .20, but it is conceivable to us that this is due to the rather wide variability displayed within this small sample category (just 19 men).
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Hypothesis 4
The fourth hypothesis, that the higher respondents rank their enjoyment of the movie Frozen (on a scale of 1-10), the higher will be (1) their interest in traveling to Norway to see the actual sights that inspired the depictions in the movie and (2) their approval of how Norwegian culture is portrayed in the movie, were both supported by the data. The mean rank of the movie given by the respondents was 6.16 (S = .90) on a scale of 1-10 and the mean level of agreement of all respondents on the 5-item Likert scale statement, "I would be interested in traveling within Norway to see the actual sights that inspired the depictions in the movie Frozen" was 3.42 (S = .86) with a Pearson's r = .29, p < .001. However, when factoring out the approximately 20% of respondents who did not see the movie and consequently gave it a low ranking (most gave it a 0, meaning "I did not see the movie"), the correlation was much stronger at r = .43, p < .001. The mean level of agreement of all respondents on the 5-item Likert scale statement, "I approve of how Norwegian culture is portrayed in the movie Frozen" was 3.30 (S = .86). This correlated with the respondents' rank of the movie with a Pearson's r = .30, p < .001. Likewise, as seen in Figure 6 , when factoring out all of the respondents who did not see the movie, the correlation rose to r = .45, p < .001. 
Hypothesis 5
The 5 th hypothesis is that given the higher degree of popularity of the movie Frozen among females that it would be females who have seen the movie who would indicate a higher level of desire than males to travel within Norway to see the actual sights that inspired the depictions in the movie. The results suggest this is true. As can be seen in Figure  7 , between males and females who either have or have not seen the movie, females had the highest mean level of agreement to this question (M = 3.57, SE = .05), while the mean (and SE) for females who have not seen the movie was 3.14 (.12) and the means for males who have and have not seen the movie were 3.29 (.07) and 3.24 (.12), respectively, were all similarly lower. A Two-Way Between-Subjects ANOVA revealed a significant main effect for having seen the movie or not, F(1, 853) = 6.05, p = .014, partial η 2 = .007, no significant main effect for gender, F(1, 853) = .96, p = .33, partial η 2 = .001, and a significant interaction of gender by having seen the movie, F(1, 853) = 3.86, p = .05, partial η 2 = .005. All of these partial η 2 values of effect size are on the small side. To localize this significant interaction, a simple effects analysis confirmed that there were no significant differences between the means for males who both did and did not see the movie and females who did not see the movie F(1, 853) = .31, p = .58, but that the mean for females who did see the movie was significantly higher than males who have seen the movie, F(1, 853) = 9.87, p = .002. Perhaps Disney and/or Norway might specifically wish to target efforts at female viewers of Frozen in efforts to boost tourism within Norway. Conversely, perhaps efforts and investments would be better spent if aimed at the other targets to boost their desire to travel in Norway.
CONCLUSION
The primary hypothesis here was that viewers of Frozen would be inspired by that movie to travel to Norway to see the sights and culture depicted or represented in that movie, particularly if they were aware of its connection to the scenery and culture of Norway. While we are not able to isolate and control factors as in an experimental context in order to determine causality, our primary method of addressing this hypothesis was to ask participants "Do you desire to see the sights in Norway depicted in Frozen?" (with the answer options yes, no, unsure), and then to state their level of agreement on the 5-point Likert scale statement, "I would be interested in traveling within Norway to see the actual sights that inspired the depictions in the movie Frozen." As reported above, there were significant differences on these items between those who saw the movie and those who didn't. For the Likert scale version of this question, this significant difference was accompanied by a rather small effect size estimate (r = .10). It is conceivable that while this is a significant difference, the mean difference and therefore the estimate of the effect size may be tempered by the fact that such a survey overtly suggests to participants the idea that seeing the movie may influence one to see the sights depicted, and that this might inspire some disagreement with this notion in the participant's mind. A large number of the respondents indicated in the comments for this question that the movie (or movies in general) did not (or could not) influence their desire to travel within Norway and/or that they had this desire before seeing or hearing The Clute Institute about the movie. In other words, people widely discount the notion that a movie, especially an animated one, could or would affect such opinions or behavior.
A great deal of evidence from research on film-induced behavior and attitudes, including the present study, reveals just the opposite; media depictions do most certainly have the ability to shape viewers and to have measurable effects on tourism. Furthermore, a preponderance of research evidence from psychology also demonstrates conclusively that people's attitudes, beliefs, decisions, and other behaviors are very frequently shaped by multitudes of factors they are unaware of and/or that they deny have any effect on them (Gilbert, 2007; Martin, Goldstein, & Cialdini, 2014) . Evidence also shows that Product Placement (PPL) is frequently used in films and television. A new trend that has only recently been examined is that of Destination Placement (DPL) which has been used in films and television, to promote or introduce a destination to the viewing audience. Results of this research on the movie Frozen suggest that DPL of Norway within this animated film may have evoked audiences to be aware of a certain brand destinations (Norway) which ultimately affects the purchase decision process when buying a holiday package tour or vacation travel to a destination.
In sum, this study has in common with previous studies the idea that a movie can be a medium to attract tourists to a filming, actor-related, or original work-related locations. The popularity of backdrop destinations shown in visual programs is similar to the phenomenon of artistic and literary places as tourist attractions (Busby & Klug, 2001; Herbert, 1996; Newby, 1981; Seaton & Hay, 1998; Square, 1994) . Furthermore, as indicated earlier, marketing filming destinations is an ultimate form of product placement (DPL) closely linked to the concepts of destination branding because the featured locations can be considered to be a product with brand loyalty, brand image and brand equity (Cai, 2002; Gnoth, 1998; Kim & Agrusa, 2005; Williams & Palmer, 1999) . A film that portrays a prime DPL can also inspire people to visit the location for years afterwards. According to Beeton (2010) , there is ample anecdotal evidence that tourists look for film sites and even reenact fantasies portrayed in movies at those film locations. It is, perhaps, too early to know if Disney's Frozen will have legs to stand the test of time in terms of the influence it will have on the minds and imaginations of viewers-and therefore the potential DPL influence on tourism within Norway-but, Disney has an excellent track record with other similar animated features and there seems to be a timeless quality about the Frozen that may serve well in this regard.
For now, there is evidence that the successful animated film, Frozen, has enticed tourists to visit a country that has had limited tourism previously. With plans to create a sequel to Frozen officially announced by Disney in March 2015 (Messer, 2015) and no end in sight yet to the popularity of and demand for Frozen-themed merchandise, it is probably safe to predict that Norway will continue to experience an increase in interest and actual tourism for years to come. This Disney Frozen franchise seems to be leading many to answer, "Yes!" to the question, "Do you want to build a snowman in Norway?"
